













UNITEDSTATES 
POSTAL SERVICE, 


P.O. Box 149263 
Austin, TX 78714-9263 



Puzzled by our cover image? 
Here’s what you need to do: 

1. Download a barcode reader 
for your mobile phone. 

2. Now open it and use your 
phone’s camera to read the 
QR code on our cover. 

3. Be amazed at what you see. 


FSC 

Mixed Sources 




PRSRT STD 

US POSTAGE & FEES PAID 
US POSTAL SERVICE 
PERMIT NO G-10 
















EDITOR’S LETTER 


The Medium that Bends, 
but Never Breaks 


M ail has always been a flex- 
ible marketing medium. 
But the past few years 
have stretched its bound- 
aries, thanks largely to 
the explosion and fragmentation of a host of 
digital channels. 
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Although some people foolishly believed mail 
would succumb to these newer channels, it has 
instead absorbed many of the coolest and most 
appealing elements of digital. 

Our latest issue celebrates this convergence. 
The lead story, “Disc Drive” (p. 16), sets the tone 
with an intriguing look at the growth of compact- 
disc mailers. Freed from the limitations of their 
predecessors, today’s disc mailers abound with 
an array of video, audio and text content, along 
with assorted links and personalized messages 
to woo targets. As this story shows, many of the 
biggest brands in business are already leveraging 
disc mailers with fantastic results. 

Meanwhile, mail is making its presence felt 
in another exciting digital arena: video games. 
In “Visceral Impact” (p. 28), we look at an inte- 
grated marketing campaign by game publisher 
Visceral Games and show how direct mail contin- 
ues to defy conventional wisdom with its ability 
to attract Gen Y consumers. 

But mail’s flexibility doesn’t end with its abil- 
ity to win over wired customers. Just as it can be 
used to reach nearly any type of consumer, mail 
is adaptable to any size business. To find out how 
and why, we sat down with small business mar- 
keting expert John Jantsch (p. 24), head of the 
highly successful Duct Tape Marketing consul- 
tancy. As Jantsch explains, mail campaigns offer 
small businesses an unmatched level of control 
over their message and precision in its delivery. 

This issue of Deliver® paints a compelling por- 
trait of modern mail marketing, reflecting how 
the channel has grown stronger, smarter and 
more appealing thanks to its ability to accom- 
modate other forms of communication. Most of 
all, it shows yet again why marketers needn’t feel 
pressed to choose between mail and any other 
channel. There’s room for both. 



Thomas J. Foti, Editor 
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DELIVERABLES 

A BRIEF LOOK AT SOME BIG ISSUES 
IN DIRECT MAIL 






TRY A NEW STYLE 
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Doodle-wise 

A Baltimore graphic designer and marketer solves 
the dull mail dilemma 

Drab envelopes? Plain stationery? Surely your direct mail isn’t going out 
in public looking like that? Baltimore-based PDA Marketing has created 
Doodle-opes,® a series of attention-grabbing stationery and software products 
designed to make your direct mail pieces stand out. 

Promoted as a direct mail solution, Doodle-opes’ preprinted stationery, 
funky handwritten fonts and dingbat-styled scribbles promise to jazz up any 
direct mail piece. The Doodle-opes software loads onto your computer, and 
you drag-and-drop the elements onto your desktop publisher. The company 
offers its flagship “Andrea Font” separately, while PDA’s “Mega Pack” bundles 
the font with various doodles and letterhead/envelope software. 

Despite the informal, freewheeling appearance of her graphics, Doodle- 

opes creator Andrea Ratajczak says her 
designs are for even the most strait-laced 
businesses seeking to give their mail a com- 
petitive edge. “I’ve seen real estate agents, 
insurance brokers, car dealerships, veteri- 
narians and dentists use it,” Ratajczak says. 
“It works because it’s not what people expect.” 

Doodle-opes allows users to select parts of copy and add hand-scrawled 
circles, check-pluses, underlines, eyeballs and phrases like “check this out!” or 
“this is amazing!” Best of all, says Ratajczak, marketers can create customized, 
personalized, intimate-looking mail without having to recruit a potentially 
costly graphic designer. “So many people need a solution that is inexpensive,” 
she says. “This gives them the ability to sit down at their computer and do 
something that’s really cool and unique.” 


“It works because it’s not 
what people expect.” 

— Andrea Ratajczak, creator 


YOU 

SHOULD 

KNOW 


DIRECT MAIL GENERATED ALMOST $8 OF EVERY $10 DONATED TO NONPROFITS IN 2009, 
ACCORDING TO TARGET ANALYTICS’ INDEX OF NATIONAL FUNDRAISING PERFORMANCE. 

THE SAMPLE INCLUDED 79 OF THE LARGEST U.S. NONPROFIT FUNDRAISING ORGANIZATIONS. 


4 delivermagazine.com OCTOBER 2010 


PHOTODISC, JUPITER IMAGES 



TRACK YOUR PROGRESS 


Transform your iPhone® into 
a lean, mean mail-tracking 
machine with the free U.S. 
Postal Service® App for 
iPhone and iPod touch. The 
Track and Confirm feature 
provides a visual monitor of 
the progress of mail pieces 
and requires only initial input 
of tracking code numbers, so 
follow-ups are just a tap away. 
The app takes advantage of 
Global Positioning System 
(GPS) capabilities, using the 
Locator function to show Post 
Office,™ Automated Postal 
Center® and Collection Box® 
locations closest to the user. 
Maps and directions - driving, 
walking or mass transit - to 
those locations also are pro- 
vided. Get your free USPS® 
App from the App Store 
(itunes.com/appstore). 


SyUC Taking integration to stratospheric new levels, New York-based service 
eTriggerPro tracks your direct mail through the Postal system to deter- 
mine the date your delivery will arrive. The company’s system then triggers an automated 
e-mail and/or text to your customers, alerting them to expect your direct mail package 
“today.” Businesses seeking to increase open rates and campaign response rates can use 
eTriggerPro to remind sales staff and/or telemarketing teams to follow up with customers 
the day their direct mail arrives. The service is ideal for traditional direct mailers who drop 
5,000 pieces or more at a time. Register your company’s information at etriggerpro.com. 


GET MORE PERSONAL 


THE CHANGING TIMES <* 


(he CATALOC i 


Despite combined challenges from online 

and the recession, print catalogs are still popular with 
consumers and marketers alike. A recent survey con- 
ducted by Multichannel Merchant reveals that nearly 
28 percent of responding marketers are using variable 
data printing (VDP) to rope in customers (another 
21.4 percent are considering the technology). Getting 
even more personal, 35.4 percent of respondents plan 
to create customized catalogs for specific customer 
segments in the next 12 months. According to the 
survey, tided MCM Outlook 2010, experts insist that 
returns are much higher with VDP vs. a static print 
job, especially the more personalized it is. 
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DELIVERABLES stings 


“Simple is the secret to the most effective advertising. It isn’t about 
being ultra creative or highly intelligent; it is about being human — 

making a connection. — DerekWalker, founder/owner, brown andbrowner advertising 



BY THE NUMBERS 


CATALOG USE UP 


$19.17 billion 

Amount direct mail is predicted to 
account for in media supplier advertising 
revenue this year. 1 

26.2 percent 

Portion of totaT supplier ad revenue 
spent on direct mail, online direct and 
directory spending last year. 1 

$149 billion 

What marketers spent on direct market- 
ing in 2009, which accounts for 54.3% 
of all ad expenditures in the country. 2 

3 in 5 

Financial services direct mail campaigns 
that seek to produce a direct sale. 3 

85 billion 

Pieces of direct mail received by 
households in 2009. 4 


1 MagnaGlobal. 2 Direct Marketing Association. 3 DMA 2010 Response 
Rate Trend Report. 4 USPS Household Diary Study, 2009. 


Catalogers Boost Mailings 

With their time-tested ability to generate 
immediate sales and direct customers to web- 
sites or stores, print catalogs still rank high 
with consumers. That’s why more and more 
marketers are ratcheting up circulation. 





70 

Percentage 
of marketers 
planning to 
use catalogs 
for pros- 
pecting in 
the next 12 
months. 


65 

Percentage 
of marketers 
increasing 
their catalog 
circulation 
in 2010. 


54 

Percent- 
age of 
companies 
increasing 
2010 catalog 
editions or 
drops. 


39.5 

Percentage 
of catalog- 
ers plan- 
ning to take 
advantage of 
USPS® sum- 
mer Postal 
discounts. 


36 

Percentage of 
companies 
that have 
increased 
catalog page 
count. 


SOURCE: Multichannel Merchant, MCM Outlook 2010 


6 deli vermagazine.com OCTOBER 2010 


PORTRAIT BY GLUEKIT / IMAGE SOURCE, JUPITER IMAGES 


BRANDON LAUFENBERG, iSTOCK VECTORS, GETTY IMAGES 


NEW DISCOUNT PROGRAM 



With the announcement of its discount 
Reply Rides Free program, the U.S. Postal 
Service® is making it even more sensible 
for customers to take advantage of its 
premium Intelligent Mail® barcode service. 
Slated to run next year, the Reply Rides 
Free program will provide a postage credit 
for First-Class Mail® letters mailed under 
full-service Intelligent Mail and weighing 
more than 1 ounce up to 1.2 ounces. The 
credit will provide marketers an incentive to 
include more content in their automation 
First-Class Mail letters. Registration for the 
Reply Rides Free program runs from Nov. 1 
to Dec. 31, 2010. Visit usps.com to sign up 
and for eligibility rules. 


Talking Heads 

Business pros share smart marketing solutions 



Hallie Satz 

HighRoad Press, NEW YORK 

Satz wanted to encourage prospects to use a local printer, so 
she sent 1 ,500 roundtrip transit bus and subway cards to show 
targets how easy it was to get to her facility for a press check. The 
card, known as the MetroCard, came attached to a full-color, five- 
panel, cross-fold mailer that spelled out “Take a swipe at us” as 
the recipient unfolded it. HighRoad received printing orders from 
5 percent of the list. 



Russell Bynum 

Bynums Marketing & Communications Inc., PITTSBURGH 
When he needs to stand out — whether to get a marketing mes- 
sage to executives at large corporations or when welcoming the 
newest member of a client team — Bynum mails a stuffed toy 
falcon. Featured on his company’s website, the falcon symbol- 
izes the marketing firm’s “Release the power of creativity” tag- 
line. To keep the mailing exclusive, Bynum sends only a limited 
number each year. 


MAIL FINDS PROSPECTS 


Thrill of the 
Chase 



David Grossman 

The Grossman Group, CHICAGO 

Grossman gives holiday gifts to clients that have a uniquely personal 
touch: He mails pumpkin chiffon pies made with his grandmother’s sig- 
nature recipe. Each year before Thanksgiving, local clients receive a pie 
that’s handmade and delivered by the staff, while out-of-towners receive 
a kit with a pie crust, a can of pumpkin, his grandmother’s custom spice 
blend and her popular recipe. Clients enjoy the pie, but more important, 
Grossman says, they appreciate the hands-on tradition it represents. 


What real estate crisis? Upscale Nevada 
realtor Chase International successfully used 
direct mail to find new agents for its grow- 
ing operations. Each month, Chase Inter- 
national sent out about 2,300 highly tailored, 
oversized postcards to the home addresses 
of prospective agents in northern Nevada. 
Copy on the postcards changed monthly and 
touted Chase perks, including free educa- 
tional programs. The mail initiative helped 
Chase find 25 new agents for its Reno office, 
and a dozen for its Lake Tahoe location. 



Rodney Holland 

McPherson Oil Products, TRUSSVILLE, ALA. 

After driving a customer to lunch, Holland was dismayed to find 
a wheel lock on his car when they returned to the parking lot. He 
used humor to turn an awkward moment into an engaging mailer, 
later sending the client an Enthusem.com custom greeting card 
that declared: ‘“Wheel lock’ in your fuel pricing when you are ready!” 
under a photo of a wheel lock. “It’s still on the client’s office wall, and 
he loves telling people the story,” Holland says. 





Are you a small business with a smart marketing solution to 
share? Tell us about it at delivermagazine.com/talkingheads/. 
We just might feature it in a future issue. 
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OUTSIDE THE BOX | usps® marketing insights 



T here’s a tendency to view 
new developments in com- 
munication technology as 
a threat to the U.S. Postal 
Service.® This is nothing 
new: Starting with the telegraph, then the tele- 
phone, e-mail and the Internet, people have 
said they were sure these new communication 
methods would put an end to mail delivery. 

But we’ve always viewed technology as an 
opportunity, using advances in equipment to 
make our process more efficient and holding 
down costs while expanding our services. 

The true value of direct mail is its abil- 
ity to get a message into the hands of a 
customer at a reasonable cost. And unlike 
many digital messages, mail gets noticed 
right away: Studies show the vast majority 
of Americans look at their mail every day 
and still have trust in the mail. 



Technology 

Means 

Opportunity 

Far from being a threat, innovations 
are helping mail do more. 


Knowing this, we’ve 
worked hard to keep mail 
costs down, and technol- 
ogy has helped us do that. 

We’re using more effi- 
cient means for sorting 
and tracking mail, reading 
addresses and managing 
our operations in a way 
that has allowed us to 
take substantial costs out 
of the delivery network. 

As an example, nearly 
94 percent of the letters 
we deliver aren’t touched by a human hand 
until we place them in the recipient’s mailbox. 

That’s important, because over the past 
10 years, we’ve expanded our delivery net- 
work from 135 million addresses to 152 mil- 
lion addresses while reducing our staffing 
needs by 225,000 during that time. 

But our pursuit of new thinking goes 
beyond creating efficiencies within our 
delivery system. We’re also working harder 
to bring innovations to mail that will help 
marketers be more effective. For example, 
we launched the Full Service Intelligent 
Mail® barcode last fall, and already have 
processed 28 billion pieces of mail with it. 

Marketers are using the tracking func- 
tion — which lets them determine what 
date and time their mail will arrive — to 
schedule follow-up e-mails and to ramp up 
their supply chain for orders. 


Financial companies are interested in 
using the code to track customer payments so 
they’ll know — almost to the hour — when 
to expect the check. Other customers are 
using the tracking features to pay the post- 
age for their customers, activating payment 
once the mail is put into the system instead 
of having to make the expenditure up front. 

The U.S. Census Bureau used Full Service 
Intelligent Mail on the decennial census, 
mailing more than 500 million pieces with 
the service, monitoring delivery to every 
U.S. household and tracking the responses 
sent by households. This let the Census 
Bureau measure response rates and target 
their efforts where rates were low. 

Beyond Intelligent Mail, marketers are 
finding other methods to combine technol- 
ogy and the mail, such as adding QR (quick 
response) codes to their mail to drive cus- 
tomers to a website or an online video. 

So digital technology isn’t a threat to our 
livelihood. It lets us expand our service, keep 
costs down and improve the efficiency and 
effectiveness of direct mail. That’s great news 
for marketers who need to make sure their 
message gets to customers in a way that has 
maximum impact and delivers strong ROI. 



Patrick Donahoe is Deputy Postmaster 
General and COO of the U.S. Postal Service. 
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Now playing: The ultimate resource for anyone in the business of direct mail marketing. 

See it live at DELIVERMAGAZINE.COM 
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Get Back in the Game 

Marketers need to explore new channels to 
make the most of recovery. 


W hen the economy went into a tailspin 
two years ago, many marketers did 
what they had to do: Cut their spend 
and focused the few bucks they did 
have on the cheapest available options 
— primarily digital channels. 

That’s understandable. But now that the economy is 
showing signs of life, too many are sticking to that strat- 
egy, essentially standing on the sidelines as the economic 
recovery kicks into gear. Or, worse yet, increasing their 


budgets but not the channels they use 
to communicate. 

If there’s one painful lesson that every 
investor learned when Wall Street crashed, 
it’s that you need to diversify. So why 
haven’t marketers learned that same lesson 
when it comes to their communications? 

As a result of this mono-channel 
approach, the digital world has become 
increasingly crowded — the average con- 
sumer receives 14 to 15 e-mails a day from 
companies or brands. That’s not good for 
marketers looking for engaging ways to get 
their messages in the hands of consumers. 

Consider, for example, that the average 
household receives about 16 pieces of 
advertising-related mail per week (accord- 
ing to the USPS® 2008 Household Diary 
Study), and you can plainly see the 
potential that mail offers. Less clutter, an 
ability to stand out and the ability to — 
literally — put your brand’s best case in 
the hands of your customer. 

Beyond the clutter, there’s simple math 
that says the more you diversify the com- 
munication channels with your customers, 
the better the impact. A recent study found 
that 80 percent of consumers rely on more 
than one channel when making a purchase 
decision. That makes sense. Most of us need 
to have multiple interactions with a brand 
before parting with our hard-earned dollars. 

All of this doesn’t mention the inher- 
ent advantages of mail, that it can drive 
your customers to a personalized URL, 
deliver a QR (quick response) code that links them to a highly 
targeted message online or even put a sample of your product 
directly into their hands. Only mail can do all that. 

Tactical, dimensional — cuts through the clutter and gets 
you noticed. Puts your message — or even a sample of your 
product — directly into the hands of your customer. That’s 
what you want — a chance to make a connection. 

Don’t get caught standing on the sidelines — it’s time to 
get in the game. Diversify your marketing mix now and you’ll 
benefit in the long run. 
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DEMO GRAPHICS 


DELIVERABLES 


20 % 

of the affluent market is 
made up of minorities. 1 


Ultra- 

affluent 

households, those with incomes 
of $250,000+, grew 1 0.5% 
from 2006 to 2008. 2 


WEALTHY 
CONSUMERS 
OVER AGE 45 
PLACE HIGH 
IMPORTANCE 
ON NOT 
BEING OVER- 
WHELMED BY 
MESSAGING. 3 


21 % 

of affluent households 
purchased from a catalog 12 
or more times in one year. 4 


TIPS FOR 
REACHING 
WEALTHY 
CONSUMERS BY 
DIRECT MAIL: 5 

• Target the right levels 
of wealth for the price 
points of the product. 

• Target consumer attri- 
butes that are relevant 
to the product. 

• Have a good website 
where prospects can go 
for more information. 



Iff 

Two-thirds of wealthy 
women make all pur- 
chasing decisions for 
the household. 8 



Nearly 30% of wealthy 
households earning 
$250,000 or more have a 
graduate degree. 4 


REACHING 
THE RICH 


GD 

68% of ultra- 
affluent house- 
holds are 
married couples; 
56% of the house- 
holds earning 
$250,000 and less 
are married. 4 



Credit card direct 
mail offers to tar- 
gets with $100,000 
or more in annual 
household income 
increased 40% 
between 2007 
and 2009. 6 


$387 billion 

Approximate total income of affluent 
ethnic households ... 


As a result of the recent economic downturn, 
marketing to the rich is changing like never 
before. Forinstance, the new luxury consumer 
values meaning over status, according to Pam 
Danziger, author of Luxury Consumers’ Atti- 
tudes and Motivations Report: A Study of the 
‘New Normal’ Luxury Consumer Market After 
the Recession. Marketers are finding fierce 
competition for the ultra-affluent house- 
holds, which is the top 2 percent of all afflu- 
ent households. This small niche market 
increased spending 40 percent from the third 
quarter of 2009 to the fourth quarter of that 
year. And studies show wealthy Americans 
consistently respond to mail, particularly 
catalogs. — Vicki Powers 


THE WEALTHIEST AREAS IN THE 
UNITED STATES: 4 


. with a purchasing power exceeding 

$282 billion 7 


$118,509... Los Alamos, N.M. 

$107,499 ... San Jose/Santa Clara, Calif. 

$100,141 ... Bridgeport/Stamford/Norwalk, Conn. 

$94,599 Washington, D.C./Arlington, Va. 

$92,020 Boulder, Colo. 


1 Unity Marketing. 2 U.S. Census Bureau income survey, 2008. 3 Wealth Survey, February 2008, Luxury Institute. 4 Experian Simmons National Consumer Study, Winter 2010 (current estimated family income). 5 Ron Kurtz, American 
Affluence Research Center. 6 Mintel Comperemedia. 7 Diversity Affluence; Black is the New Green, by Andrea Hoffman. 8 Marketing to Wealthy Women, May 2008, Luxury Institute. 
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P.O.V. I ONE QUESTION, THREE EXPERTS 


How does direct mail help you drive leads?” 





o 

TRACY YELENCSICS 


Vice President, Production Segment/ 
i Program Marketing, Xerox Corp. 


Dean of College Relations 
Lone Star College - Montgomery 


Former Marketing & PR Coordinator, 
Adventure Tourism Industry 


Direct mail campaigns that take 
advantage of multiple cross-media 
elements — and are relevant and 
targeted to the audience - are the 
most effective in generating leads 
for Xerox. We use cross-media 
elements such as direct mail, 
the web and e-mail in multiple 
ways to touch the individual 
with a recurring message. 

We have successfully used 
cross-media direct marketing 
campaigns to generate leads with 
existing customers and prospects; 
to promote specific products or 
product lines, workflow solutions 
and capabilities in new markets; 
and to endorse the use of business 
development tools and resources. 


At Lone Star College, we use direct 
mail distribution in the form of 
newsletters, postcards and sched- 
ule catalogs to help drive prospec- 
tive student leads. Depending 
on the nature of the message, 
we’ll drive prospects to a web- 
site or a phone line that gives 
us a more definitive indication 
of the success of the campaign 
Because the prospective stu- 
dent population for a community 
college is fairly broad, we like the 
penetration that direct mail gives 
us, and we have seen record 
enrollments. Many of these new 
students are converted prospects 
who have responded to our direct 
mail campaigns. 


As part of the marketing team at 
a small business specializing in 
personalized adventure tours, I 
wanted to make sure each client 
would receive trip information 
using his or her preferred medium. 
So we offered the option to view 
trip itineraries online, but we also 
sent brochures to potential clients 
who preferred a hard copy. 

Past clients occasionally 
requested a mailed brochure 
for a friend. These leads that 
were linked with a recommen- 
dation were the most effec- 
tive. The direct mail piece acted 
as a physical reminder of our trips 
— and of the friend’s recommenda- 
tion of our company. 
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We're looking for innovative, creative mail marketers who know how to stand out in a crowd. 

Got what it takes? Watch delivermagazine.com for details on how you can win our new 2011 Deliver® award.* 

*NO PURCHASE NECESSARY TO ENTER OR WIN. Contest begins 12/20/10 at 12:01 A.M. EST and ends on 2/17/1 1 at 1 1 :59 P.M. EST. Open to companies located in the 50 United States 
and the District of Columbia. For a copy of official rules, which govern this sweepstakes, visit www.delivermagazine.com. Void where prohibited. Sponsor: The United States Postal Service®, 
475 L’Enfant Plaza, Washington, D.C. 20260. 




DELIVERABLES PUSHING THE ENVELOPE 



THE ESSENTIALS 

Company: Touch Branding (Prague, Czech 
Republic). Target Audience: Creative 
directors at large and mid-sized advertising 
and marketing agencies in the Czech Republic 
and Slovakia. Goal: To dramatically introduce 
the company and its branding services to ad 
agencies lacking the capability to handle those 
projects internally. DM Vehicle: Real blood 
bags filled with fake blood and the message 
“We’ll Give Our Blood for Good Branding.” 
Response: Touch has landed several large 
and medium-scale branding projects from the 
targeted agencies, and won several creative 
awards and accolades, boosting its presence 
in the industry. 
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• The message and 
other information 
provided on the 
materials are hand- 
written on medical 
stickers, just as 
hospitals do. 

• The fake blood was 
concocted from 

a recipe found 
online. The com- 
pany tested many 
recipes and chose 
the one that looked 
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Blood Sacrifice 


Learn how to make lumpy mail 
work on any budget. Download 
our free “Give Your Mail 
Dimension” white paper at 
delivermagazine.com/strategy/. 


A European company mails bags of fake blood to prospective 
clients to emphasize its unrelenting work ethic. 

By Paula Andruss 


S ome marketing agencies promise to give blood, 
sweat and tears to clients. But Touch Branding has 
been intent on backing up that claim with a brand- 
ing effort — including an edgy mail campaign — 
built around a bold message: “We’ll give our blood 
for good branding.” 

The Prague-based marketing firm has pushed the idea in dramatic 
fashion, mailing real blood bags filled with fake blood to potential 
clients throughout the region around the European metropolis. 

Touch Branding creative director Martin Marusinec says the 
primary goal of the campaign, which 
launched in 2008 and continues today, is 
to introduce the firm as a branding agency 
to the creative directors of ad agencies in 
the Czech Republic and Slovakia. 

The mailer includes a letter with a short 
introduction to the company and a link to 
its website, which resembles a blood bag. 

Touch procured the authentic blood bags 
from a company that had a surplus of bags 
that were past their expiration dates. The 
fake blood was created from a recipe that 
company executives found online. 

“It was fully produced in-house, 
with the cost of around $1 per piece,” 

Marusinec says. 

Marusinec says the promotion was 
devised as a mailer because the company 
was confident the piece would leave a 
lasting impact. “We felt that direct mail 
would work the best because once they 
unpacked the blood bags, there was no 
way they wouldn’t pay attention to the 
message we wanted to deliver,” he says. 

“It’s a powerful moment; we knew that 


the people we were targeting have seen a great deal of creative work 
throughout their professional careers, so if we wanted to excite 
them, we had to push the envelope.” 

At the campaign’s launch, Touch had the blood bags delivered 
directly to the creative directors of the top 10 Czech ad agencies. 
The company also mailed about 35 blood bags to smaller ad agen- 
cies and marketing companies, offering its branding knowledge and 
expertise. Touch, which represents major telecom, car and grocery 
brands, still sends out about 10 blood bags a year. 

“We believe that ad agencies have great branding projects, but 
lack the internal capabilities to execute 
them well,” Marusinec says. 

The promotion’s positive response 
confirms that the campaign did just 
that. Marusinec says the agency has 
landed several medium- and large-scale 
branding projects through the targeted 
ad agencies. The campaign has also won 
several awards and received positive 
media attention worldwide, a bonus that 
Marusinec says gives his firm a long-term 
advantage over the competition. 

“It established the reputation of our 
agency and gave us the edge over other 
branding and design studios,” he says. 

That edge can only be achieved when 
marketers take risks and aren’t afraid to 
get creative with their direct mail cam- 
paigns, he adds. 

“Direct mail works when it brings 
a positive surprise to the recipient,” he 
says. “The Postal Service™ can deliver 
almost anything these days, so there’s no 
reason why your direct mail has to be yet 
another letter or plain brochure.” 


Direct mail works when 
it brings a positive sur- 
prise to the recipient.” 

— Martin Marusinec, creative director 
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All recipients had to do was take the mailer for 
a spin — in their PCs. The heart of the campaign 
wasn’t a letter or card, but an optical disc that 
recipients could pop into their computers for an 
immersive online exploration of the vehicle’s new- 
est features and design. 

But the campaign, aimed at North American 
buyers, wasn’t just a step forward for Porsche. It 
also signaled the emergence of what appears to be 
an increasingly popular tool among many major 

marketers these days — DiscMail Direct,™ a brand introduced this year by the DiscMail 
Direct Coalition (DMDC). 

The growing group of DMDC members includes arvato digital services, Cinram Inter- 
national, Fusion 92 and Sony DADC, among others in the optical media, packaging, creative 
services and direct mail industries that are all committed to providing a consistent, com- 
prehensive approach to direct mail marketing using optical discs (DiscMail) as the vehicle. 

Hailed as “direct mail supercharged,” DiscMail is a new breed of branded, web-enabled 
DVDs and CD-ROMs being delivered to consumers via the mailbox. Unlike earlier 
incarnations of disc marketing, such as the once-ubiquitous discs that helped popular- 
ize a major Internet service provider in the 1990s, DiscMail offers a tremendously rich 
media experience. 

The pieces combine razzle-dazzle packaging, print materials (cover letters, glossy bro- 
chures) and customized optical discs stuffed with content such as exclusive video, MP3s, 
personalized messages, smartphone apps, PDF files, high-resolution photos, free downloads 
and web links. “You have to hit people from all sensory perceptions, because everybody 
learns differently,” says Matt Murphy, founder and executive director of digital market- 
ing agency Fusion92. “Print alone can’t do that. Web is limited by bandwidth. That’s why 
we feel this is the killer application that bridges the gap and fosters dynamic engagement.” 


DiscMail lets companies precisely 
track and measure how consumers are 
interacting with their discs in real time. 
This gives them unprecedented power 
to customize, segment and target. 


Proponents say that the discs can deliver 
increased response rates, improved ROI and a 
premium engagement experience at bulk mail 
prices. “In the case studies we’ve reviewed and 
the research we’ve done with the DMA, we 
haven’t seen anything less than 10 percent 
in terms of response rate,” says Guy Finley, 
DMDC director. “When you put a disc in the 
mail, engagement rates automatically go up 
to double digits. It all comes back to that per- 
ceived value. The customer is getting something 
special. They’ll even pass it along.” 

Thanks to advancements in disc technol- 
ogy and storage capacity, DiscMail discs let 
companies precisely track and measure how 
consumers are interacting with their discs in 
real time. This gives businesses unprecedented 
power to customize, segment and target their 



TAKE SMALLER BYTES 


Why high-tech mailers aren't just for the big brands. 


by Lekan Oguntoyinbo 


While some newer forms of mail technology may still be cost prohibi- 
tive for small businesses that utilize a large amount of direct mail, price 
barriers are falling or virtually nonexistent in some arenas. 

QR (quick response) codes cost next to nothing, says Josh Mabus, 
owner of the Mabus Agency, an advertising and marketing firm in 
Tupelo, Miss. He adds that prices for Intelligent Mail® barcodes are 
equally accessible, and a growing number of web designers special- 
ize in developing personalized URLs for marketers at very competitive 
prices. Marketers seeking to use flash drives in direct mail campaigns 
can now get the devices for as little as 50 cents apiece, says Dasher 
Lowe, senior vice president of Draftfcb. 

Here are some points small business owners should keep in mind 
when considering a high-tech mail solution: 


Learn more about your customers. The beauty of technology such 
as QR codes, which often asks users to opt in and volunteer some informa- 
tion, is that it allows marketers to learn more about potential customers. “Start 
to have conversations with them as opposed to just market to them,” says 
Kevin Gilligan, vice president of sales and marketing for Structural Graphics. 

Engage your customers’ senses. “If you can provide additional 
service that shows the customer being engaged and being able to opt in, it’s 
another added value,” says Rob Steele of Prisma Graphic. 

Do some test runs. “With anything where you’ve got an added cost, 
you don’t just jump in,” says Draftfcb’s Lowe. “Look for opportunities to test it 
against what you’ve been doing. You’re not going to jump on technology just 
to be on technology. We advise that clients do their due diligence and make 
sure it would give them the right return on investment.” 
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messages. “Unlike traditional direct mail, I can tell a marketer if someone opened 
their disc,” Murphy says. “I also can tell them what specific sections they looked at, 
and if there were any purchases or interactions — all because the disc has analytic 
tools built in, just like a website.” 

Finley recalls a lifestyle company that made a surprising discovery while tracking 
views of its 2009 DiscMail mailer. “It found 80 percent of the people who reviewed the 
discs were going straight to a specific section of the magazine it publishes,” Finley says. 
“The company never really had those analytics before. So it shifted its messaging in the 
next campaign to start promoting this section more. This medium lets you gauge the 
effectiveness of all your existing direct mail campaigns.” 

Proponents liken DiscMail to a high-tech handshake that links direct mail, optical 
discs and online media. “The misperception among businesses is, Tve got a website, 
why do I need this?’” Murphy says. “DiscMail augments and supports your existing 
online strategy. It acts as the vehicle to potentially engage offline folks in a digital 
brand experience.” 

To date, a variety of major companies and smaller businesses have used disc mailers. 
Further, these companies are reporting impressive results. Mercedes-Benz, for example, 
published the results of a recent DiscMail initiative: With 80,000 units shipped, its cam- 
paign registered a 19.02-percent online usage rate, and a 7.19-percent registration rate, 
including opt-ins for future campaigns. 

The number of DiscMail pieces in the mailstream is expected to rise dramatically 
with the formal launch of the DMDC at the 2010 DMA convention. Finley estimates 
that marketing companies shipped 150 million to 200 million disc mailers in 2009. He 
expects the volume of disc mailers to increase in coming years. “One of our goals is to 
capture 1 to 2 percent of the direct mail market,” Finley says. “We would love to mail a 
billion discs within the next two years.” 

MAKING IT WORK 

Experts insist that companies of nearly any size can leverage the technology. 
Moreover, although the discs contain information that can be accessed without the 
Internet, its proponents urge marketers to blend the mailers into a broader multi- 
media strategy. “DiscMail keeps the consumer in your channel,” Finley says. “It 
provides a seamless Internet experience without driving the customer to search, 
or to a competitor’s website.“ 

Murphy has been working with disc mailers for more than a decade. He says one key 
to success with DiscMail is to create compelling packaging. “You have to get that recipient 
to stop, read it and be compelled to put it into the computer,” insists Murphy. “If you 
don’t do that, then it doesn’t matter what you put on the disc.” 

He encourages brands to provide an intensely sensorial experience. “Some people 
are auditory, so you’d better have audio and voiceover to guide people,” Murphy 
advises. “You’d also better have text so that people who prefer to read can understand 
what the offering is with the visuals to support the message. And it’s always better 
to have some interactive component so that people who learn by clicking on things 
can engage that way.” 

DRIVING SALES 

Nobody has the market cornered on best practices in disc marketing yet, as the field is 
still evolving. But the discipline has already produced its pioneers, among them members 



of the DMDC steering committee. In 2007, Sony DADC developed eBridge, a source- 
coded technology that allows for tracking, click-through and personalization of disc 
mailers. Months later, Sony DADC was showcasing the technology in a 2007 Porsche 
campaign promoting the Porsche 911. 

So in 2009, when Porsche again enlisted Sony DADC to create its second DiscMail 
initiative, both companies had learned from experience and went about tailoring the pro- 
gram accordingly. “For instance, the brochure pages have been dramatically decreased, 
and the importance of the DVD has increased this time,” explains Christian Dankl, 
director of business development for Sony DADC. 

And although disc packaging is critical to a campaign’s success, Dankl says Porsche 
also learned to concentrate information on the disc itself, not in the packaging. “The idea 
behind that is, people are more likely to play the DVD and take a look at the product than 
respond to the call to action somewhere on a cover letter or brochure,” Dankl says. “It is 
highly involving, highly engaging and exciting the consumer with the product. Then it’s 
completely tied in to the online world.” 

The mailer was finalized in about six months and includes a five-page brochure with 
disc pocket and a cover letter. The enclosed personalized disc greets recipients with a 
digital cover letter featuring a photo of the Cayenne and punchy copy. 

Clicking through the DVD, the recipient is treated to a behind-the-wheel video 
presentation that replicates the high-velocity rush of a racetrack test drive. Click- 
ing further, a prompt tagged “models” lets recipients view specific details about 
the entire Cayenne series. Another prompt takes recipients to the Porsche Cayenne 
website, and a “Colorator” tool lets consumers view the Cayenne model of their 
choice in any available color, including exterior and interior views. Finally, the disc 
also has a feature that takes recipients to a prefilled data page that dispatches their 
information to Porsche with a single click. 


Meanwhile, in the best tradition of direct mail, 
the Cayenne initiative’s call to action remains 
simple, clear and forceful: Buy this car. “It’s about 
sales,” Dankl says. “It’s customer acquisition, sales 
and certainly mindshare for the new model and 
the hybrid. And obviously, there’s a little brand 
development involved.” 

THE RIGHT TOOL 

The Porsche campaign was only one of a number 
of campaigns in the United States and abroad 
that have taken advantage of DiscMail. For 
instance, Stuttgart-based power tools manufac- 
turer Robert Bosch GmbH hatched an ambitious 
plan to create a branded B2B social network. 
Dubbed “BOB,” the network would allow crafts- 
men to share knowledge and contribute reviews 
and opinions of Bosch products, and would give 
users access to other exclusive services. Only 
one problem: “The handymen were not reachable 
by search marketing, and Bosch had no e-mail 
addresses for them,” Dankl says. 

To help Bosch get the results it wanted, Sony 
DADC advised the company to use personalized 
disc mailers as a sort of exclusive “VIP pass” that 
would serve as the sole point of entry for anyone 
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“DiscMail augments and supports 
your existing online strategy. It acts as the 
vehicle to potentially engage offline folks in 

a digital brand experience.”' — Matt Murphy, 


Fusion 92 executive director 


interested in joining the BOB community. To facilitate the smoothest registration proc- 
ess possible, Bosch would employ the same one-click, personalized registration page as 
the Porsche campaign. 

The resulting disc mailer provides a seamless physical/digital experience. An 
enclosed print cover letter makes the pitch. Translated from German, the letter 
opens cordially: “Sometimes there is nothing better than a recommendation from 
your coworkers ... that’s the reason we have launched BOB, the professional commu- 
nity of Bosch.” The letter goes on to trumpet the benefits of joining BOB, including 
craftsman- to- craftsman communications, exclusive services and direct communica- 
tion with skilled Bosch experts, plus participation in exclusive Bosch product tests 
before they hit the market. 

Following video introductions and a clip highlighting advantages of joining BOB, the 
DVD features a “Products/Tests” prompt that clicks through to the company website. 
There, consumers are immersed in graphics and details on hundreds of Bosch products. 
“DiscMail is not competing with your landing page or website,” Dankl says. “So you 
probably spend 30 seconds with the cover letter, then a few minutes with the disc, and 
the rest of the time at the Bosch website.” 

The initiative officially rolled out in January 2010, when Bosch began shipping the disc 


mailers to prospects throughout Ger- 
many. More than 276,000 pieces have 
been mailed to date. 

The campaign is still active, but 
an indication of the initiative’s suc- 
cess is evidenced by the fact that 
Bosch is planning to extend the 
campaign throughout Europe. 

“DiscMail is a great tool if you want to con- 
vert your mailing addresses into e-mail permis- 
sions within a short timeframe,” says Christoph 
Buhlen, senior direct marketing manager of 
Bosch Europe. 

Dankl believes the Porsche and Bosch cam- 
paigns underscore his philosophy that direct 
is driving digital. “I have a strong opinion that 
marketers have to increasingly look beyond the 
digital horizon,” he says. “If you have a target 
group you would like to address and you want 
to convert them into the digital communication 
channel, search is not an option. It is not targeted 
enough. That’s where I really believe our product 
fits. It’s mail, and it’s also the best way to get your 
target group engaged with online.” 

To learn more about DiscMail Direct and the 
DMDC, visit DiscMailDirect.com. □ 
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E-MERGING MEDIA 


Disc mailers aren’t the only high-tech pieces hitting consumers’ mailboxes. Here are other ways that 
mail is converging with digital, bylekan oguntoyinbo 


J ust prior to a major trade show last year, a company that manufactures 
medical devices sent out a self-mailer to more than 1 0,000 recipients. 
When opened, the mailer produced a pop-up arm that held a small card 
with an electronic target printed in the copy The mailer invited the trade 
show attendees to stop by the company’s booth during the event and bring the 
card with them to see a virtual demonstration of their flagship products. 

When the show rolled around, recipients eagerly began gathering around 
the company’s booth, the small card from the mail piece in hand. They were 
instructed to hold their cards in front of a webcam. When each person did, his 
or her card triggered an arresting virtual reality presentation of the company’s 
products on a nearby screen. Soon, hundreds of recipients were lining up at the 
company’s booth, watching the unexpected promotion and engaging with the 
company’s representatives. 

The high-impact dimensional mailer reflects a notable shift among 
many marketers. Unlike the early years of digital, which saw some mar- 
keters taking business online, a new type of digital integration appears 
to be flipping the trend on its head: Instead of taking print messages 
digital, more marketers are building cutting-edge digital elements right 
into their mail and other printed pieces. With the advancement of digital 
printing technology and other breakthroughs, marketers are finding it 
easier to stretch the boundaries of traditional mail. 



DIGITAL ELEMENTS DAZZLE CONSUMERS 

Consumers are being dazzled with an array of digital elements in the 
print pieces they receive: postcards with QR (quick response) codes that 
drive the recipient to websites; audio chips that get brand messages 
heard — literally; mailers with small jump drives built into them; Intelligent 
Mail® barcodes; and customized pieces displaying short videos and vir- 
tual presentations. All of it’s being done in the name of rising above the 
clutter of a fast-fragmenting media cosmos. 

“The explosion of the Internet has created this opportunity^’ says Kevin Gil- 
ligan, vice president of sales and marketing for Structural Graphics, an Essex, 
Conn.-based marketing company whose Life Sciences division, Medtera 
(medterasolutions.com), created the campaign for the medical-device company. 
’’The business environment has caused people to look at their marketing results 
and find better ways to reach their audience. It’s no longer about the cost per 
unit of a mailing, but the ROI of your campaign. There’s not a chief marketing 
officer who’s not being asked, ‘What were the results of the money you spent?’ 
You need to be able to answer that question in today’s environment.” 

Digital elements also have made their way into mailers from businesses of all 
sizes. For instance, earlier this year, Structural Graphics designed and produced 
a box mailer as a launch kit for an insurance company to highlight a new product 
offering for its agents. The goal was to create office buzz about the new offer- 
ing, and the box, which contained a full-motion video player describing the new 
offering, did just that. It has become known by the client as “the box that rocks.” 


HIGH-TECH WAYS TO TRACK MAIL 

Meanwhile, marketers also appreciate the role that the new high-tech elements 
such as QR codes and Intelligent Mail barcodes play in helping them track mail 
pieces and measure the impact on campaigns. 

Earlierthis year, Prisma Graphic, a marketing solutions and printing company 
in Phoenix, published a four-page spread about itself in a trade publication aimed 
at graphic designers and printers. In addition to introducing the publication’s 
7,000 readers to the company, the spread included a QR code that took read- 
ers to a website that featured a two-and-a-half-minute video of a high-profile 
customer discussing how Prisma’s software supports their marketing efforts. 

Josh Mabus, president of the Mabus Agency, a Mississippi marketing 
firm, says across the board, his clients have a 40- to 60-percent increase in 
response when they use an Intelligent Mail barcode. 

To show off its power, Mabus 
sometimes sends an e-mail that 
encourages recipients to check 
their mailboxes just as the mail 
arrives: “I believe that any time 
you can touch a person with 
more than one medium, the 
results are normally multiplica- 
tive. Plus there’s another level 
of personalization. A direct mail 
piece hitting the mailbox at the 
same time the e-mail is coming 
to you takes an aggressive bit 
of coordination. To the end user, 
that looks like rocket science.” 
Mabus is helping colleges 
catch on, too. Northeast Mississippi Community College (N EMCC) began work- 
ing with his agency last year to merge digital technology into its mail pieces. For 
an enrollment campaign, the Booneville, Miss., school amassed a substantial 
database with information on numerous prospects and then sent more than 
1 ,300 personalized postcards with digital codes that took students to personal- 
ized websites. At the site, they were encouraged to fill out surveys and provide 
more information to school marketers. Of the approximately 1 7 percent of the 
students who visited these sites, nearly all filled out survey questions. NEMCC 
received the responses in real time, triggering alerts to the cell phones of nearby 
recruiters. In the fall, the college reported a 1 2-percent bump in enrollment. 

Mabus says digitally enhanced mail pieces make good sense when going 
after high-tech targets. But he reminds marketers to be sure to drive home a 
relevant message with their electronic bells and whistles: “At its simplest, the 
question is, does it have value to the reader?” 

For many of those who’ve witnessed digital mailers draw large crowds and 
win awed response, that question has already been answered. 


A direct mail piece hitting 
the mailbox at the same 
time the e-mail is coming 
to you takes an aggressive 
bit of coordination. To the 
end user, that looks like 
rocket science.” 

— Josh Mabus, president, Mabus Agency 
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The founder of small business 

marketing mainstay 

Duct Tape Marketing shares - 
advice on how t0 mpke 
your messaging stick. 


M the head of Duct Tape Marketing, John 

II Jantsch has developed a reputation as one 

m of the most influential and informed small 

■ ■ business marketers in the nation. Based in 

Kansas City, Mo., the marketing coach and speaker is 
the author of several small business marketing books, 
including Duct Tape Marketing — The World’s Most Practi- 
cal Small Business Marketing Guide and The Referral Engine 
— Teaching Your Business to Market Itself. He also pens 
the Duct Tape Marketing Blog, which was chosen as a 
Forbes favorite for marketing and small business. And his 
podcast — a top 15 marketing show on iTunes — was 
called a “must listen” by Fast Company magazine. 

Jantsch created the Duct Tape Marketing small busi- 
ness marketing system eight years ago to provide hands- 
on strategic advice and resources. Today, more than 60 of 
his coaches are actively engaged with about 1,000 small 
businesses worldwide. 


BY PAULA ANDRUSS 
PHOTOGRAPHS BY RYAN ROBINSON 
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Jantsch also works with many large 
companies in an effort to bring practi- 
cal and effective marketing products 
and strategies to the world of small busi- 
ness. Deliver® spoke with him to get his 
assessment of modern small biz mar- 
keting strategies and to find out how 
small brands can best maximize mail and 
today’s integrated platforms. 


DELIVER : We’ve seen a lot of changes in direct marketing 
over the past several years. What are some of the biggest 
ways these changes are impacting small businesses? 

JOHNJANTSCH: The most effective ways to use it have changed, 
because of technology and what’s been happening online. Small 
business owners have become a little more evolved when it comes 
to integrating traditional direct marketing like direct mail and 
these new online platforms. They’re now using it in a two-step 
fashion to create awareness, offer information or have a call to 
action that’s more than just a ‘Hey, call us so we can come out and 
sell you something’ kind of message. But there is still a tremen- 
dous amount of untapped potential for small businesses to reach 
markets they may not be able to reach in other ways, to create 
awareness about their products and services, to offer additional 
information or valuable tips they might put online, to direct people 
to their blogs or maybe tell them about a seminar they are doing 
online. The people who are using all of these tools in combination 
are the ones who are getting the most value out of them. 

DELIVER: Why does mail continue to be so important? 

JOHN JANTSCH: Even though there’s a lot of hype about every- 
body being online today, there are still certain people you’re not 
going to reach unless you’re using highly targeted direct mail. And 
one great advantage that direct mail offers is control: You can’t 
control when someone’s going to write something nice about you 
in the newspaper, and you can’t always control if someone’s going 
to refer business to you. But if you have a new product or special 
promotion coming out, you can guarantee that a certain number 
of people are going to be shown your message on the exact date 
you want it to go out. That’s one thing people underestimate when 
it comes to the value of direct mail. 

DELIVER: What are some of the major concerns small busi- 
nesses have about direct mail? 

JOHN JANTSCH: One of the biggest concerns is that there are 
a lot of things you can do these days without writing a check, 
whereas buying postage and printing marketing materials in order 
to generate leads requires you to spend money before you even get 
your message out. Some people think they can just send e-mails 



without cost or join social networks and mine them for leads. But 
as a marketing mentality, that won’t get you far. 

Anther issue is that you see so many ineffective uses of direct 
mail — pieces that don’t really offer a call to action, a place for 
someone to get more information, that are not targeted properly. 

DELIVER: So what’s the most important factor in upping 
ROl from direct mail? 

JOHN JANTSCH: I tell people to create the smallest mailing list 
you possibly can. You can’t just go to a list company and say, ‘I 
need homeowners in this ZIP code.’ What you’re going to get from 
that is 75 percent to 80 percent of people who are never going to 
be interested in your product or service, because they fall outside 
of an age range, a lifestyle range or some other qualifying factor. 
There are so many ways you can append that data with behav- 
iors that are meaningful to your specific task. If you do that you 
will lower your overall cost and dramatically increase your return 
because you’re sending your message to the right people. 

DELIVER: How do you develop those reliable lists? 

JOHN JANTSCH: A good relationship with a list broker whom 
you can trust is one of the best assets you can have in the direct 
mail game. You need to spend time finding a good referral — not 
necessarily from someone in your own industry — for a good 
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broker who will spend the time to understand your 
business and who also has the creativity necessary to 
accomplish your particular goals. Because sometimes, 
matching a list or data point with what you’re trying to 
do takes some creativity. For example, finding people 
who are readers of a certain publication who also meet 
the profile for what you’re after takes an organization 
that really understand its lists. 

DELIVER: What else can you do to improve your 
targeting and segmentation? 

JOHN JANTSCH: The No. 1 way to improve those is 
to test. When I say that in my workshops, all the small 
business owners moan and groan and say that sounds 
like a lot of work and expense. But the businesses that 
get good at understanding and tracking their conver- 
sions and their lists — both online and off — and who 
are testing simple element over simple element will 
always outperform a company that has a giant budget 
and is just spraying stuff out there. 

DELIVER: How should small businesses balance 
the integration of mail and digital channels? 

JOHN JANTSCH: There’s no one formula to strive 
for, because it depends on so many factors, from what 
industry you’re in to what your objectives are. As 
you develop your lead generation plan, which is what 


people typically use direct mail for, make sure you have advertis- 
ing, public relations and systematic generation of referrals built 
into that plan. Personalization and variable data options available 
today offer a tremendous opportunity to integrate the two and 
really engage prospects on a personal level — especially when you 
use mail to drive people online, like with a personalized landing 
page. Personalized URL technology is a fabulous use of direct 
mail because it allows you to not just put somebody’s name in 
the marketing piece, but also create a personalized landing page 
for that prospect that you can then use to move him or her to get 
more information or become more involved with your product or 
service. You can engage your customers with a video or whatever 
else you might put on there, but the starter was that you got their 
attention through that traditional mail channel. 


DELIVER: Is it important to diversify your marketing spend? 

JOHN JANTSCH: Absolutely I don’t think any of these things 
should be looked at as ‘I can do either this or that.’ We’re at a point 
where you need to do them all effectively. A lot of consultants say 
that, to build trust, people have to see your message numerous 
times. But I believe it’s not just repetition. Instead of getting a 
mailer from you seven times, they need to be exposed to you in 
multiple ways: by going online, getting your direct mail pieces, by 
seeing your trucks and by hearing about you from someone in a 
social networking group. 

DELIVER: How can small businesses keep up with and take 
advantage of these new platforms? 

JOHN JANTSCH: Marketing fundamentals really haven’t 
changed. You still have to build, know, like, trust, and offer 
value and generate leads from many sources. But now we have 
this rich tool set available to us, and I believe the biggest oppor- 
tunity for the smallest of organizations is to integrate social 
media into what they’re already doing in their marketing. 

DELIVER: Where should they start? 

JOHN JANTSCH: You can’t just go to a social networking site, 
open up a fan page and say ‘come on down.’ At the very least, you 
can take your customer database, your hottest prospects, and give 
them to a service that will append your data with social media in 
the same way they do with geographic or demographic data. These 
services can tell you which of your customers use the varied array of 
social networks. That’s valuable information, because 
it has always been difficult for small businesses to 
get very deep psychographic information. But today, 
people are online telling you everything they want, 
everything they’re missing, the products they need 
and what frustrates them. It’s incredible the amount 
of research you can gain in a way that really allows 
you to use that insight to start informing your mes- 
sages and start informing how you might target 
people who have a lot of those same thoughts and 
questions. That insight is very useful in fostering 
loyalty among those customers, too. 

DELIVER: Can small businesses compete with major market- 
ers in this realm? 

JOHN JANTSCH: It can be effective for both, sure, but the mis- 
take a lot of small businesses make is they think they can have 
the same result as another company or brand just because they’re 
marketing on the same platform. They might hear about a promo- 
tion done on a social networking site and say, ‘Oh look, they ran 
this campaign, had a coupon and did all this other stuff and they 
got all this conversion, so we should do that, too.’ But chances are 
that campaign was for a company with a strong, well-recognized, 
trusted brand. It’s like everything else in marketing: You have to 
build your brand before you can expect to have any kind of conver- 
sion in any media that you use, no matter what the platform. □ 


T BELIEVE THE BIGGEST OPPORTUNITY 

FOR THE SMALLEST OF ORGANIZATIONS 
IS TO INTEGRATE SOCIAL MEDIA INTO 
WHAT THEY’RE ALREADY DOING IN 
THEIR MARKETING . — John Jantsch 
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ILLUSTRATION BY FLYING FISH STUDIOS 








Green is senior online 
marketing manager for 
Visceral Games, an Elec- 
tronic Arts studio. Soon 
after his proclamation, he 
launches into a descrip- 
tion of the world his 
company created inside 
Dead Space — one of the company’s most popular games — a world of 
menacing alien species, “plasma cutters,” “hydrazine torches” and a 25th- 
century engineer who must save humanity from the alien threat. 

The first installment of the game, Dead Space was critically acclaimed 
and, with more than 1.5 million copies sold, carved out a solid following. 
But now the push is on to turn the game into a major franchise. With 
the release of Dead Space 2 slated for January 2011, Visceral is look- 
ing to further expand the game’s fan base by bringing the world Green 
describes even closer to its audience. 

To that end, the company joined with a New York agency to fashion 
a multimedia promotional campaign that is placing heavy emphasis on 
mail as a way to draw game enthusiasts deeper into the Dead Space expe- 
rience, much in the same way, Green says, that fan clubs that were run 
entirely through mail used to do. “Everybody is so virtual now that the 
connection you’re making to consumers can only go so far,” Green says. 
“We all know that online has become the easiest and, in a lot of ways, 
cost-effective way to create interactions and engagement with consum- 
ers. The interesting thing is that there’s no tangibility to that connection. 
We wanted to make them have a connection to our brand that lasted 
after they turned off their computers.” 

In April, targets were mailed a package whose address window was a 
cut-out body shape of the game’s hero, fictional engineer Isaac Clarke. 
Inside the package was a Rorschach inkblot image overwritten with code 
scrawled in glow-in- the-dark script along with a letter from a psycholo- 
gist about a patient assumed — but not stated — to be Clarke. 

The mail piece also tapped into the first Dead Spaces unfinished plot: 
In the first game, after Clarke battles his way through a ship infested with 
Necromorphs (an alien species that turns human corpses into another 
deadly kind of alien), he seems to escape to safety. 

“The package gave the mystery that something was wrong with Isaac. 
People think of Rorschach and think of craziness and insanity,” says Green, 
pointing out that the sentiment matched the horror theme of the game. 

The package hit mailboxes about a week before the game’s first trailer 
went live online. Soon, Visceral was hearing the buzz they were hoping 
for. Fans lit up websites, blogs, social media networks, game forums and 
message boards. “Everyone started going crazy,” says Green. 


Fans scanned and posted pictures of the Rorschach inkblot and the 
physician letter, collectively pondering their meaning and how to crack 
the code. 

Green says even he was surprised at how quickly the code spread, 
even to fans who hadn’t received the mailer. “People put it under black 
light and took a picture of it and scanned it. They put it online and every- 
one started going and solving it,” says Green. “This is a game that comes 
out almost a year later.” 

The mailer sparked media interest, too. The leading video game pub- 
lications wrote glowing reports about Visceral and its mailer, and a cable 
network targeted to Gen Y did a story. 

The mailer also sparked compelling dialogue between Visceral and 
the game’s fans and gave the company the chance to do some personal- 
ized communications. One recipient, for instance, wrote that his wife 
had tossed his package after being unsure what it was. Green says the 
company quickly mailed another package — this time with a custom 
drawing from their graphic design team. 

Green says that Visceral wanted to be sure that its targeted audience 
didn’t simply view the mailer as an ad or forthright sales pitch. “At this 
point, it’s marketing, but it’s not. There’s a value exchange going on here. 
They didn’t ask us to do this, and we didn’t ask them to do anything in 
return,” says Green of the mailer. “We gave them something valuable 
from our brand that we knew would make them happy.” 

Others say the success of the package also underscores that mail can 
be made relevant in a digital age in which consumers are weary of new 
media clutter. “Given the large amount of media clutter, then something 
that stands out may catch the attention of the generation for whom it is 
unusual,” says Carol Kaufman-Scarborough, associate dean and profes- 
sor of marketing at the Rutgers School of Business-Camden. “If Gen Y is 
largely using electronic media, then direct mail will seem like a personal 
connection to the virtual world.” 

While Visceral has done other viral campaigns in the past, the 
Dead Space 2 promotion showed the company the value of exploring 
a range of inroads to consumers, Green says. He encourages other 
marketers to consider traditional channels the same as newer ones, 
particularly when seeking to generate excitement among younger 
adult consumers. 

“If you can figure out a way to make a meaningful connection, Gen Y 
is more apt to connect to that because they’re so used to messaging,” 
says Green. “If we have a bunch of people really excited about games — 
and then we give them something from our universe like this mailer, 
something that we know is going to excite them, as opposed to saying, 
‘Hey, buy our game’ — it’s going to work.” 

Even if it is a little nerdy. □ 


“We’re getting very nerdy.” 

Andrew N. Green pauses to 
take a breath. It’s not some- 
thing he does often. He 
speaks fast and direct, with 
just a hint of chilled-out Cali- 
fornia surfer dude creeping 
into his sentences. 


30 deli vermagazine.com OCTOBER 2010 


Informer’s Insight 




In a world characterized by competition 
for the most impressive 3-D, sound 
effects and virtual experiences, video 
game magazine exec Rob Borm sees 
plenty of digital technology. But as 
associate publisher of Game Informer ; 
the veritable “good book” of the gaming 
industry, Borm is just as impressed by 
the continued power of traditional chan- 
nels such as print and mail — and with 
good reason. 

Game Informer is sold at GameStop 
video game stores, and 99 percent of its 
4.3 million readers are paid subscribers 
who receive the publication by mail.. 

Borm says he uses mail partly because 
the consumers who make up a large 
swath of the Game Informer audience 
are often inundated with digital messages 
and enjoy the permanence of print. 

“Being in print is an advantage: Any- 
thing this audience sees on a website 
is only going to be there temporarily,” 
Borm says. “Consumers are limited 
when it comes to retaining what they 
find online. But when it’s in print, it’s tan- 
gible and there forever. Our audience 
appreciates that.” 

Borm’s observations are backed 
up by a recent study that found con- 
sumers ages 1 8-34 are two to three 
times more likely to want to receive 
marketing offers via mail rather than 
through digital channels, depending on 
the product. 

While Game Informer 
offers both print and digital 
editions, Borm says it will 
always be committed to 
print: “Print is everlasting. 
And mail is an important 
part of that. Mail has been 
a huge help to our advertis- 
ing partners’ marketing and 
will continue to be.” 

- Eddie B. Allen Jr. 


Visceral Games’ direct mailer arrived about a week 
before the game’s first trailer went live online, caus- 
ing fans to light up websites, blogs, social media 
networks, game forums and message boards. 
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_ BUSINESS 

Gurus 

WISE UP 

After years of single-channel 
selling, information marketers are 
now blending direct mail into an 
aggressive multiplatform charge. 


BY MARCIA LAYTON TURNER 


K atrina Sawa remembers when it was enough for her simply 
to go online a few times a month to reach potential clients. 
But as the volume of competitors’ marketing increased, Sawa, 
who provides business and marketing tools and coaching to 
entrepreneurs, found herself scrambling to avoid having her own mes- 
sages drowned out. 

Luckily, Sawa, who comes from a traditional marketing background 
in print advertising and publicity, has been implementing direct mail 
in her marketing efforts since day one of her business starting up. She 
believes that you have to be in your prospects’ inbox and mailbox and in 
their faces at all times in order to be top of mind when they need your 
products or services. 

When Sawa became more of an Internet marketer, she did slow 
down her direct mailing practices; however, it wasn’t long before she 
realized that was a mistake. Now, more than ever, she recommends 
to her clients a simple direct mail follow-up and ongoing marketing 
approach to build relationships. 

To keep up, she switched up. She says she began adding direct mail 
postcards to her marketing mix, following up events and televised 
seminars with promotions and messages 
to clients and prospects. 

“You used to need seven touches to 
become top of mind with a potential 
client,” recalls Sawa, the founder of Jump- 
Star tYourMarketing.com in Sacramento, 

Calif. “Now you need 28 touches within 
a two-month period. You need to get in 
front of more people more often in more 
ways to be successful. I’m seeing more of 
a need for my industry to have interaction 
with potential clients before they will buy.” 

With her new approach, Sawa joins the 
growing ranks of independent “information marketers” — purveyors of 
a range of business books, instructional discs, consulting services and 
workshops — who are blending direct mail into their media mix with 
new enthusiasm. After years of heavy online marketing, many of the 
most successful of these business gurus are finding targets to be more 
receptive to messages in the mailbox. 

“Today with direct mail, we can get seen,” explains Fred Gleeck, owner 
of FG Productions Inc., which sells software and multimedia tools aimed 
at helping small businesses grow revenue. 

DIRECT MAIL AS A CATALYST FOR GROWTH 

For Sawa, Gleeck and others who provide sales advice and tools to small 
and medium businesses, success depends heavily on not just being 
“seen,” but being trusted, too. Their services and tools often attract 
high-value customers, they say, but those customers are usually 
reluctant to buy their materials and services without first 
being well primed. 

“People want access to us,” says Sawa, 
“but they need some real personal inter- 


action first. We used to think that it was enough to just e-mail. But 
I’m finding that postcards are even better at initiating the discussions 
because people trust mail.” 

Gleeck and his fellow information marketers complain that the 
electronic channels they once relied on so heavily have become over- 
saturated. “Some people started pounding their e-mail lists — which 
resulted in everyone starting to ignore e-mail messages,” says Gleeck, 
whose company is headquartered in Henderson, Nev. “Direct mail is 
working because of the low open rates in the e-mail area.” 

Gleeck urges peers to embed their media mix with both free and paid 
offerings. Give away electronic books, he says. Mail offers for seminar 
sign-up. “Intelligent information marketers will use all four quadrants, 
free and paid, online and offline,” he says. “But those who really know 
what they are doing will pick channels that are effective and that also 
match their style and personality. Mail is often a great match.” 

A WAY BACK TO PROSPERITY 

Information marketer Bob Bly cites other reasons consultants have relied 
more on mail — and why more should. “First, the quality of postal lists 

far exceeds the quality of online lists,” 
contends Bly. He points out that there 
is usually a broader range of prospects, 
giving marketers the opportunity to per- 
form more sophisticated segmentation. 

Second, he says, mail recipients are 
generally more willing than online tar- 
gets to pay for seminars and purchase 
the DVDs and other business tools from 
information marketers. Bly says that 
direct mail responses tend to hold steady 
— “typically around 1 percent” — but 
digital responses he’s seen have varied 
wildly and unpredictably. “Those who use both online and traditional 
direct mail find that customers acquired using paper direct mail are more 
valuable,” Bly says. 

But the channel doesn’t facilitate just the hard sell. Mail also is allow- 
ing information marketers to foster richer communication with pros- 
pects. Sawa, for example, points to a three-series postcard system she 
uses to stay in touch with new prospects. She uses two of the postcards 
to drive prospects online and the third to promote interaction through 
an “added value” offer such as a free phone strategy session. Sawa points 
out that mailings don’t have to be expensive to be effective. “I use inex- 
pensive postcards with some color to stand out,” she says. “But the mes- 
sage on it is what’s most important.” 

Gleeck also uses direct mail to promote offers and drive clients to his 
website, pushing for-pay services and products alongside offers for free 
items. He says his most effective tactic involves colorful postcards that 
he mails to an expanding list of clients and valued prospects. 

After searching for just the right channel mix, Gleeck is confident 
he and others have found a way past the digital stagnation some were 
facing. “Direct mail,” he says, “is back in vogue.” □ 


You used to need seven touches 
to become top-of-mind with a 
potential client. Now you need 
28 touches within a two-month 
period. You need to get in front 
of more people more often in 
more ways to be successful.” 

— Katrina Sawa, founder, JumpStartYourMarketing.com 
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LAST WORD 


THE HIDDEN PICTURE 


S ure, you have the foresight 
to spot emerging trends and 
market to them, but how do 
you think you’ll do at spot- 
ting some of the hidden gems in 
this image? Take a look at the items 
below, and see what you think. 
Don’t worry if you have difficulty 
spotting them, though. Sometimes 
it isn’t as easy as it looks. 


□ YOUR IDEAL MARKETING MIX 

□ A FOOLPROOF CRM STRATEGY 

□ THE MONEY YOU MADE IN YOUR 
401 (K) LAST QUARTER 

□ ROI ON SOCIAL MEDIA 

□ THE PERFECT BLEND OF CAPITALISM 
AND ENVIRONMENTALISM 

□ A SUREFIRE WAY TO MARKET TO 
MILLENNIALS 

□ YOUR UPCOMING PROMOTION 

□ SEVEN DANCING UNICORNS 
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